In the global competitive business world, utilization of modern and innovative technological practices in business transactions is inevitable. E-commerce is a paradigm shift to connect customers electronically in the present business system. E-commerce covers electronic transmission of information, monetary payments and physical delivery of products. It is a pertinent time to analyse the future potentiality of e-commerce and the perception of online buyers who use this platform. A study was conducted with the following objectives: to describe the perception of online buyers, to make online buyers' Futuristic Perspective Analysis (FPA) of ecommerce and to study factors influencing sustainability of e-commerce in the future. The data were collected from primary and secondary sources. A primary survey was conducted through structured questionnaire administered on select online buyers in Karaikal, Union Territory of Puducherry, India. The collected data were analysed with multivariate statistical tools like factor analysis and multiple regression analysis with SPSS. The findings were presented with suitable suggestions to know the futuristic 
Introduction
In the global competitive business world, utilization of modern and innovative technological practices in business transactions is inevitable. e-commerce is a paradigm shift that connects customers electronically in the present business system. e-commerce covers electronic transmission of information, monetary payments and physical delivery of products. It is a pertinent time to analyse the future potentiality of e-commerce and the perception of online buyers who use this platform. e-commerce is the activity of trading with the help of technology that uses the internet protocol. Online trading is a modern implementation of the traditional process of selling and buying. e-commerce has been growing rapidly in the past decade as the development of web technology and internet helps further its reach and, thus, satisfy its stakeholders.
Literature Review
During the last decade, the e-commerce market space has spread out its arms in several directions. In its first generation, internet saw the emergence of portals and search engines. However, in due course more and more organisations began to cater to the Business to Customer (B2C) market and there is significant growth in the Business to Business (B2B) segment (Mahadevan B, 2000) .Ecommerce is growing at an exponential rate. (David Gefen, 2000) . Online markets have not only significantly increased the number of market participants; they have also changed the roles traditionally assigned to consumers and producers (Clausen J; Mink-Blattel, B, Erdmann, L and Henseling, C 2010) . The Internet has created a new economic ecosystem, the e-commerce marketplace, and it has become the virtual main street of the world. Providing a quick and convenient way of exchanging goods and services both regionally and globally, where e-commerce has boomed. E-commerce is the foundation of the economic development in several developing and developed nations (Tiwari, S and Singh,P. 2011 ).
Statement of the Problem
E-commerce sales in India is expected to grow from $14 billion in 2015 to $55 billion in 2018, says a report by marketing research firm E-Marketer. Pure-play E-commerce companies such as Flipkart Ltd, Snapdeal and Amazon Seller Services Pvt. Ltd will see more competition, with brick-and-mortar entities such as the Tata group and the Aditya Birla Group announcing plans to enter India's growing e-commerce market. ( Chathurvedula, S. 2015) The interest towards online shopping amongst the people of the country and the emergence of online marketing companies are important to this study as it helps to analyse the futuristic perspective of online buying and to know the sustainability of e-commerce in the future irrespective of its current growth and reach with the online buyers.
Objectives and Methodology
A study was conducted with objectives to describe the perception of online buyers, to make Futuristic Perspective Analysis (FPA) of e-commerce of online buyers and to study factors influencing sustainability of e-commerce in the future. The data were collected from primary and secondary sources. A primary survey was conducted through structured questionnaire with select 100 online buyers in Karaikal, Union Territory of Puducherry. The collected data were analysed with multivariate statistical tools like factor analysis and multiple regression analysis with SPSS. The secondary sources of data were used to understand and identify e-commerce practices in India and to know the market volume of e-commerce from related journals, reports, research articles and news reports.
Analysis and Findings
E-commerce is fast emerging as the most important platform for business today. The futuristic perception of online buying is analysed in this study. The data are collected through structured questionnaire administered on select online buyers. The findings are presented below, as, Experience of existing buyers using e-commerce and Analysis of Perception on Futuristic E-commerce Sustainability by the existing online buyers.
E-commerce Experience
A primary survey was conducted with select online buyers in the area. The profile of the respondents reveals that, 5% are below 20 years and 95% are between 20 to 40 years of age; 76% respondents are male and 24% are female. Their educational qualification is as follows: 9% are undergraduates, 86 % are postgraduates and remaining 5% are classified under other category; Also, 86% are unmarried and 14% are married and the annual income of the respondents of 61% is Below Rs.1,00,000, 15% is Between Rs.1,00,000 to Rs.2,00,000 and 24% were between Rs.2,00,000 to Rs.3,00,000. When their involvement in the past and present experience of purchases made through e-commerce portals were analysed, 6% of total respondents claimed that they are using it only for a period below 1 Year, 65% of total respondents are using it for the past 1 to 3 years, 23% of respondents are using ecommerce for 3 to 5 years and remaining 6% are involved in online buying for more than 5 years; 12% of respondents are buying below 5 products, 55% of respondents are buying 5 to 15 products, 28% were buying 15 to 25 products and remaining 5% of respondents were buying more than 25 products. The respondents also revealed that their percentage purchase of goods online using e-commerce portals out of total purchase of goods as 37% (Up to 25%), 55% (26% to 50%), 5% (51% to 75%), and 3% (76% to 100%) of their total purchases.
Analysis on the Futuristic Perspective of Online Buyers for Sustainability of E-commerce
The perception of Futuristic Perspectives of Online Buyers for Sustainability of e-commerce is analysed with 5 point Likert's scale as strongly agree, agree, neutral, disagree and strongly disagree. From Table 1 , the perception on the futuristic perspective of online buyers for sustainability of e-commerce, is analysed. More varieties are available in e-Commerce portals is ranked on the top followed by 'More products are available in e-commerce portals' and 'convenient to go for online buying, but 'interested to buy day-today goods in e-commerce portals' is ranked least among the variables. This shows that the online buyers are using e-commerce portals majorly due to the availability of various products and the convenience that the sites offer. Online buyers are not interested in buying day to day products online as it is ranked least in the statement. . Thus, the result shows that the sample size is adequate and it is significant for further analysis.
b) Total Variance of the Factors:
The total variance explained of the two factors is 75.305% and initial Eigen values is 1.529 which results in variance between the factors of homogeneous variables. 
c) Grouping of variables into Factors:
The highest factor loading of each variable is grouped under a factor. And able to form four factors from twenty selected variables through Varimax rotation of Principle component analysis. The regression model may be built with the dependent and independent variables. The multiple regression model developed is found to be reliable and significant (P value 0.000 < 0.05) at 5 percent level of significance. Thus, the model reveals that, the Futuristic Perspective of Online Buyers for Sustainability of E-commerce is highly influenced by Optimism than Convenience, Responsiveness and Comfortability.
Suggestions and Conclusion
E-commerce includes all electronic transmission of information, monetary payments and physical delivery of products. The study shows that online buyers are interested to use e-commerce portals as the portals have a variety of goods and as the availability of goods in E-commerce portals is high. They are not interested to buy day-to-day goods through e-commerce portals. Factor Analysis was administrated to find out factors influencing futuristic Perspective Analysis of Online Buyers for Sustainability of E-commerce. commerce is highly influenced by Optimism than Convenience, Responsiveness and Comfortability. Thus, the optimism of online buyers to use e-commerce portals will only increase in the future based on the results of the Futuristic Perspective Analysis of the study.
